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New TV contracts push baseba 


Paced by a new five-year network contract 
with ABC-TV and NBC-TV, Major League 
Baseball broadcast rights rocketed up more 
than 75% in 1984 to $268 million. The in¬ 
crease was due largely to the $1.2-billion 
rights agreement signed last year by those 
two networks and the league. That pact, 
covering the six years from 1984 through 
1989, will triple broadcast network right 
payments this year. And local broadcast and 
cable television rights increased an average 
of 11 % over last year. 


Although local rights around 
can and National Leagues did r 
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million mark for the first time 
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1984, and NBC $75 million. 

CBS Radio signed a new five-year agree¬ 
ment with Major League Baseball last De¬ 
cember, covering the years 1985 through 
1989 and valued at between $31 and $32 
million. This year, the final one in its present 
contract, CBS will pay close to $3 million 
for its baseball rights. 

The USA Network closed out the final 
year of a two-year agreement in 1983, and, 
due to the terms agreed upon in the new 
broadcast network pacts, no national basic 
cable pact is allowable through 1989. 

Baseball’s interest in cable for game car¬ 
riage continues to grow regionally, however, 
as seven more teams begin participation in 
regional pay networks this season, including 
three allied with the new Sports Time cable 
service owned by Multimedia, Anheuser- 
Busch and Tele-Communications Inc. The 
Sports Time teams are the Cincinnati Reds, 
Kansas City Royals, and St. Louis Cardi¬ 
nals. The World Series champion Baltimore 
Orioles also moved into the cable ranks with 
its alliance with Home Team Sports, the 
Group W pay channel covering the Washing¬ 
ton/Baltimore market. The Boston Red Sox, 
Detroit Tigers and Milwaukee Brewers are 
also launching cable projects this year. 

At this stage only seven teams remain 
without a pay television deal, and two of 
them have been trying for some time—the 
Seattle Mariners, which are still negotiating 
with Group W Satellite Communications (at 
this point for a September start date), and the 
Cleveland Indians. The Indians had a deal 
with a local group but the service has never 
gone on the air. Other teams without a re¬ 
gional pay-TV deal are the Atlanta Braves 
and Chicago Cubs, both carried by supersta¬ 
tions, and the San Francisco Giants, Oak¬ 
land A’s and the Montreal Expos. 

For most of the teams now involved in 
cable, said Brian Bums, director of broad¬ 
casting, Major League Baseball, cable is 
still a "calculated risk." The questions of 
how cable exposure affects attendance at the 
gate, and whether any erosion can be offset 
by pay television revenues, he said, remain 
unanswered. 

NBC will televise 32 regular-season 
games this year (including four double- 
headers and two prime time games) begin¬ 
ning Saturday, April 7, at 1:30 p.m. Vin 
Scully and Joe Garagiola will again be the 
announcing team for the primary game. 
NBC also has the World Series this year, 
scheduled to begin Tuesday, Oct. 9. 

The average price of a 30-second spot 
during the regular season will be approxi¬ 
mately $35,000. Rates for the World Series 
have not yet been set, but a network spokes¬ 
man said they "will be in the $250,000 
range," which compares to the $210,000 
that ABC asked last year. 

NBC baseball is practically sold out in the 
second quarter, while the third quarter is 
about 75% sold. Major clients this year in¬ 
clude Miller Beer (Backer & Spielvogel), 
Ford Motor Co. (J. Walter Thompson), Gil¬ 
lette (BBDO) and American Cyanamid 
(Dancer Fitzgerald Sample). 

ABC will carry 11 regular-season games 
this season, three fewer than last year, begin¬ 
ning June 4 with its first Monday night base¬ 


ball contest. ABC will also carry the All- 
Star Game this year (July 10), as well as the 
American League and National League 
playoff series (best of five), scheduled to 
start on Oct. 2. Monday night games will 
cost about $70,000 per 30 in June and 
$65,000 in July. Two Friday-night contests 
in July are priced at about $60,000. Prime 
time league playoff 30’s are priced at 
$130,000, weekend day spots at $65,000 
and weekday spots at $25,000. 

Among the ABC sponsors this year are 
Chevrolet (Campbell-Ewald), Anheuser- 
Busch (D’Arcy MacManus Masius) and 
Stroh’s (BBDO). 

A team-by-team breakdown follows: 


Baltimore Orioles 


In the second year of a four-year contract and 
for the sixth straight year, WFBR(AM) will 
cover all the action of the world champion 
Orioles. Harry Shriver, wfrb vice president 
and general manager, said the station in mid- 
February was close to a sellout, with just one 
60-second and a handful of 30-second in¬ 
game spots left. Among top sponsors are 
Chevrolet, Kelly Springfield Tire, Gulf, 
Miller Brewing and Maryland National 
Bank. New this season is Mash’s (meat and 
food products). Wfbr’s announcing team 
will again be Jon Miller and Tom Marr. 
Shriver said the station has been whetting 
Oriole fans’ appetites with occasional "cold 
winter night” replays of last season, along 
with plans to continue its Stan the Fan call- 
in show, which was introduced in 1983. 
WmaR-TV will be going into the second year 
of its two-year rights contract with the Ori¬ 
oles and will telecast 52 games. Last year’s 
agreement with Super TV for over-the-air 
STV games in the Baltimore-Washington 
area has been terminated. However, Group 
W Satellite Communications’s Home Team 
Sports has contracted to carry 55 home and 
25 road games of the Orioles on a network of 
cable systems in six states with a total sub¬ 
scriber count of 1.9 million. Home Team 
Sports debuts with the start of the season. 


Boston Red Sox 


The New England Sports Network, a joint 
venture of the Boston Red Sox, Bruins hock¬ 
ey team and Storer Communications Inc., 
announced less than two weeks ago it will 
launch a satellite-delivered pay-cable ser¬ 
vice reaching all six New England states 
with at least 150 live sporting events plus 
other, sports-related programing, during its 
first year, which will begin April 4. The ser¬ 
vice, which will include advertising sold 
both by the network and local cable opera¬ 
tors as well as chaige subscribers a fee re¬ 
ported to be between $7.50 and $10 per 
month, depending on the system, will pre¬ 
sent 90 Red Sox games its first year as well 
as 40 Bruins games and 40 repeats of Sunday 
afternoon Red Sox and Bruins games broad¬ 
cast originally on wsbk-TV Boston, holder 
of the local broadcast TV rights to both 
teams. WSBK-TV will broadcast 70 Red Sox 


games this year, down from the 103 it broad¬ 
cast in 1983. 

Because WSBK-TV has fewer games to sell 
this year, advertising rates for the station’s 
coverage have increased about 15% to 20%, 
according to Stuart Tauber, general sales 
manager at the station. Major sponsors for 
this year’s coverage are Anheuser-Busch, 
Toyota, Kendal Oil and Gulf Oil. 

WPLM(AM) Plymouth, Mass., will again 
originate coverage of Red Sox games—181 
regular and exhibition games—to a network 
of 75 stations in the New England area and 
two in Florida. According to station owner 
and president, John T. Campbell, major 
sponsors this year are Anheuser-Busch, Ford 
and PeoplExpress. 


Cleveland Indians 


Wwwe(am) continues as Indians radio rights 
holder and will cover the 162 regular season 
games plus 12 exhibitions. The rights con¬ 
tract runs through 1985. Herb Score and Nev 
Chandler will handle booth chores. David 
George, who coordinates wwwe’s Indians 
network, reported solid sales activity, de¬ 
spite expanded in-game availabilities. An¬ 
heuser-Busch and Stihl (chain saws) top the 
list of wwwe’s baseball advertisers. WUab- 
TV’s vice president and general manager, 
Jack Moffitt, said the independent will tele¬ 
cast 50 road games in the second year of its 
three-year rights contract. Joe Tait and Reg¬ 
gie Rucker, former pro football star, will an¬ 
nounce. Moffitt said sales were going "fairly 
well” and prospects in general are "brighter 
than last year.” Anheuser-Busch, McDon¬ 
ald’s and Buiger King top the national spon¬ 
sor list. A decision pends on whether Indians 
games will again be carried on a regional 
cable-sports channel. Options to those rights 
are held by the owners of the local basketball 
Cavaliers who also own the Minnesota hock¬ 
ey North Stars and the Richfield (Ohio) 
Coliseum. 


Detroit Tigers 


"Your Season Pass” is the marketing slogan 
being used to convince Detroit-area cable 
subscribers to pay $10 per month for a new, 
regional sports network that will present De¬ 
troit Tigers baseball, Pistons basketball, Red 
Wings hockey, amateur boxing events and 
University of Michigan and Michigan State 
University, basketball and possibly football 
on a network that will cablecast 365 days a 
year, starting April 17. The new network. 
Pro Am Sports Systems (PASS), will cable- 
cast 80 Tigers games, (64 home, 16 away), 
while local TV rights holder, WDIV(TV) will 
broadcast 50 games this year (including pre¬ 
season) down from 52 regular and five pre¬ 
season games last year. 

At launch, PASS expects to have between 
one-quarter and one-half of the more than 
one million cable subscribers in its market¬ 
ing area, which includes northern Ohio and 
northern Indiana as well as Michigan, ac¬ 
cording to William J. Wischman, executive 
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AMERICAN LEAGUE EAST 

Team 1984 

rights 

Baltimore Orioles $ 3,500,000 

Boston Red Sox 

3,400,000 

Cleveland Indians 

3,400,000 

Detroit Tigers 

2,700,000 

Milwaukee Brewers 

3,250,000 

New >brk >&nkees 

11,700,000 

Toronto Blue Jays 

5,000,000 

AMERICAN 

California Angels 

LEAGUE WEST 

4,000,000 


Chicago White Sox 

4,000,000 

Kansas City Royals 

1,800,000 

Minnesota Twins 

1,500.000 

Oakland As 

2,000,000 

Seattle Mariners 

1,400,000 

Texas Rangers 

5,500,000 

NATIONAL LEAGUE EAST 

Chicago Cubs 3,600,000 

Montreal Expos 

7,500,000 

New Vfc>rk Mets 

10,900,000 

Philadelphia Phillies 

8,000,000 

Pittsburgh Pirates 

3,000,000 

St. Louis Cardinals 

2,600,000 

NATIONAL LEAGUE WEST 

Atlanta Braves 2,100,000 

Cincinnati Reds 

2,300,000 

Houston Astros 

3,100,000 

Los Angeles Dodgers 

3,500,000 

San Diego Padres 

2,400,000 

San Francisco Giants 

2,500,000 

AL total 

ML total 

Majors total 

$53,150,000 

$51,800,000 

$104,950,000 


1983 TV originator Radio originator Rights holders 

rights and affiliates and affiliates 

$3,050,000 WMAR-TV WFBR WMAR-TV holds TV rights; WFBR holds radio rights; Home Team 
7 60 Sports holds pay-cable rights. 

3,200,000 WSBK-TV WPLM WSBK-TV holds TV rights; WPLM holds radio rights. 

4 77 

3,400,000 WUAB WWWE WUAB holds TV rights; WWWE holds radio rights. 

35 

2,000,000 WDIV-TV WJR WDIV-TV holds TV rights; WJR holds radio rights; and Pro Am Sports 

4 ?? System holds cable rights. 

2,700,000 WVTV WTMJ Brewers retain radio and cable rights; WVTV retains TV rights. 

7 50 

11,500,000 WPIX V\iABC WPIX holds TV rights; Ifcnkees retain radio rights; Sportschannel 

8 60 holds pay*cable rights. 

4,400,000 CTV-TV CJCL Labatt Breweries of Canada holds TV rights; Telemedia Broadcast 

26 Services holds radio rights; First Choice holds pay-cable rights. 


4,000,000 


KTLA 

15 


3,400,000 WFLD-TV 
2 

1,300,000 WDAF-TV 
18 

1,250.000 KSMP-TV 

1,450,000 KHBK 
5 


1,200,000 

5,500,000 


KSTW 

4 

KXAS-TV 

13 


KMPC 

English 

14 

KLUE 

Spanish 

5 

WMAQ 

22 

WIBW 

105-110 

WCCO 

30 

KSFO 

14 

KBRG 

Spanish 

KVI 

17 

WBAP 

12 


Golden West Broadcasters (KTLA and KMPC) has partnership with 
Angels for broadcast rights, including Spanish-language radio; ON- 
TV has STV rights (KBSC-TV Los Angeles). 


White Sox retain all broadcast and cable rights, having partnership 
arrangement with originators involved. 

WDAF-TV holds TV rights; Stauffer Communications (WIBW) holds 
radio rights; Sports Time holds pay-cable rights. 

Midwest Radio-TV Inc. holds broadcast rights; Twins and Home Enter¬ 
tainment Network hold STV rights (KTMA-TV Minneapolis). 

KBHK holds TV rights in partnership with As; KSFO holds English- 
language radio rights; KBRG holds Spanish-language radio rights 
(affiliates undetermined at this time). 

KSTW holds TV rights; KVI holds radio rights. 

Rangers retain broadcast rights; Home Sports Entertainment (Vtorner 
Amex) holds pay-cable rights. 


3,000,00 

WGN-TV 

14 

7,300,000 

CBC-TV 
English 41 
French 10 

10,500,000 

WOR-TV 

7,000,000 

WTAF-TV 

2 

2,160,000 

KDKA-TV 

5 

1,700,000 

KSDK 

13 


WGN WGN-TV holds TV rights; WGN holds radio rights. 

46 

CFCF Carling-O’Keefe holds TV rights; CFCF holds English-language radio 
38 rights; CKAC holds French-language radio rights. 

CKAC 

40 

WHN Mets have partnership arrangements with broadcast originators; 

10 Sportschannel holds pay-cable rights. 

WCAU WTAF-TV holds TV rights; WCAU holds radio rights; PRISM holds pay- 
25 cable rights. 

KDKA Group W (KDKA-AM-TV) holds broadcast rights; Home Sports Enter- 
35 tainment Network (Warner Amex) holds pay-cable rights. 

KMOX KSDK holds TV rights; KMOX holds radio rights; Sports Time holds 
108 pay-cable rights. 


2,000,000 WTBS 

2,100,000 WLWT 

8 

3,100,000 KTXH 

12 


3,100,000 KTTV 
1 


1,200,000 KCST-TV 


2,000,000 KTVU 
3 


$48,350,000 

$46,360,000 

$94,710,000 


WCNN WTBS is TV rights holder under agreement with commonly owned 
100 Braves. Braves retain radio rights. 

WLW WLWT holds TV rights; Reds retain radio rights; Sports Time holds 

95-100 cable rights. 

KRBE Astros retain TVand radio rights. Home Sports Entertainment (Warner 

30-35 Amex) holds cable rights. 

KYST 

Spanish 

KABC Dodgers retain broadcast rights, selling through Dodgers Radio and 
25 TV Network, ON TV has STV rights (KSBC-TV Los Angeles). 

KTNQ 

Spanish 

2 

KFMB KCST-TV holds TV rights; KFMB holds radio rights (English), and XEXX 
4 holds Spanish-language radio rights. Sun Cable and American Cable 

XEXX Television hold pay-per-view cable rights. 

Spanish 

15 

KNBR KTVU holds TV rights; KNBR holds radio rights. KOFY will originate 
7 Spanish-language broadcast. 

KOFY 


Not included in the table are network payments for nationally broadcast 
games that total about $163 million. ABC-TV—$85 million, NBC-TV-^$75 
million and CBS Radio—about $3 million. 
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Baseb&iifc 'pool operallon.' which -m been set up to dispose inicrmaiicn concerning me 
importation of such games, such as scheduling information and satellite availability Any 
profit made by the pool would be distributed equally among the 26 teams. 


vice president, general manager of the net¬ 
work and former manager of the ON TV 
sports system, which broadcast Tiger games 
over parttime STV outlet, wxon-tv Detroit, 
until last spring. PASS has contracted to use 
wdiv’s facilities to produce its sports cover¬ 
age year-round, according to Wischman, 
who said the network will broadcast live via 
Westar V, each night starting at 7:30 p.m. 
The pay cable network is in its first year of a 
seven-year contract with the Tigers, while 
wDiv is in the first year of a new five-year 
contract with the team. 

At WDiv, Tigers games last season were 
said to have produced the highest average 
local ratings of any major league baseball 
team in the country (averaging a 20 rating/40 
share). Chevrolet, Miller Brewing Co. and 
McDonald’s will again be the major spon¬ 
sors of the station’s coverage of the games. 

WJR(AM) Detroit will again originate radio 
broadcasts for a network of 39 stations car¬ 
rying Tigers games, according to Jim Long, 
vice president, general sales manager at the 
station. Major sponsors this season will be 
Anheuser-Busch, Chevrolet, Marathon Oil, 
Bank of Commerce and Little Caesar’s Piz¬ 
za. 


Milwaukee Brewers 


The Brewers cut in half the number of regu¬ 
lar season games licensed to local broadcast 
TV in 1984, to accommodate the team’s par¬ 
ticipation in an exclusive, regional pay 
sports network, set to launch April 3 on ca¬ 
ble systems reaching at least 200,000 sub¬ 
scribers. Sportsvue, a joint venture of the 
Brewers and the Milwaukee Bucks basket¬ 
ball team, will broadcast 200 sporting events 
each year, including 67 Brewers games, 33 
Bucks games, professional hockey and soc¬ 
cer and sporting events at the University of 
Wisconsin and Marquette University. The 
regional network is recommending cable op¬ 
erators charge subscribers $8 per month for 
its service, and although Bill Haig, vice 
president of TV and radio for the Brewers, 
refused to discuss compensation the network 
is receiving from cable systems, industry 
sources say Sportsvue is asking for 60% of 
the revenues from sale of the service. 

Although 450,000 homes in the Milwau¬ 
kee area have been wired for cable, the city 
itself has not yet been cabled. In an attempt 
to secure interim pay TV coverage of the 
games in the city, the Brewers team is nego¬ 
tiating with a subscription TV service and an 
MDS operator, according to Haig. 

Wvtv(TV) Milwaukee, which last year 
broadcast 60 Brewers games, is in the first 
year of a new, two-year contract with the 
team, enabling the station to broadcast 30 
regular season games, all of them away from 
home, plus, for the first time, eight presea¬ 
son games. Although Mike Schuch, wvtv 
vice president and general manager, de¬ 
clined to discuss fees paid for this year’s 
rights, sources in Milwaukee confirmed it 
paid $950,000, down from the $1 million 
paid in 1983 for the right to broadcast 60 
regular season games. 

Advertisers have been supportive of the 
preseason games, according to Schuch, and 


local sales are on taiget. Schuch said the 
station has sold out the 13 minutes of time it 
has to sell in each of the 38 games broadcast 
on its seven-station regional TV network. 
Major sponsors are Miller Brewing Co., 
Toyota and True-Value Hardware. 

The Milwaukee Brewers Radio Network, 
now in its second year of operation as a 
subsidiary of the team itself, will again pro¬ 
duce its own coverage (including pre- and 
postgame shows) of all 162 regular season 
games and 17 preseason outings to be played 
this season. WTMJ(AM), the network’s origi¬ 
nating station, will again share the cost of 
transmitting the games to a regional network 
of at least 50 stations and again has the local 
advertising rights, according to Steve Smith, 
vice president, general manager of wtmj, 
who called the station’s partnership with the 
Brewers Radio Network, “a win-win situa¬ 
tion” and “a relationship we hope will con¬ 
tinue far into the future.” 


Los Angeles Dodgers 


KTTV(TV) Los Angeles continues to origi¬ 
nate Dodger coverage with the on-air team 
of Vin Scully, Jerry Doggett and Ross Porter. 
The station, which will feed at least one oth¬ 
er outlet, is broadcasting 46 regular and four 
preseason games. Mark Wolf son, an inde¬ 
pendent producer based in Hollywood, has 
joined KTTVas producer/director of the base¬ 
ball telecasts, succeeding Rob Hiestand, 
named coordinator of the internal Dodger 
telecasting operation as well as director of 
the new live Dodger Dugvut series. Adver¬ 
tising and promotion plans were still being 
finalized for the new season. 

ON TV, the subscription television service 
over KBSC-TV Corona, Calif., enters its 
eighth season televising 15 home games 
from Dodger stadium. This is the final year 
of the ON TV contract, and the Dodgers are 
said to be considering other pay TV options. 
Among them: a regional cable sports chan¬ 
nel jointly owned and operated by Sports- 
channel, Warner Amex Cable, Oak Commu¬ 
nications (ON TV’s parent company) and 
Daniels & Associates. Talks are ongoing 
among the proposed partners and several 
Los Angeles teams which they hope will 
participate—including the Dodgers, the An¬ 
gels, basketball’s Lakers and hockey’s 
Kings. 

At KABC(AM), assistant creative services 
director Shelley Wagner reports play-by- 


play will begin March 6 with exhibition 
games from Vero Beach, Fla. Air personal¬ 
ities will originate sports and other program¬ 
ing from the pre sea son headquarters through 
opening day. The station’s daily sports call- 
in series, Sports Talk , will originate from 
the ballpark in Los Angeles for home games. 
KTNQ(AM) will originate all Dodger games in 
Spanish, feeding two other stations. 


New York Yankees 


The Yankee’s television rights holder, 
wPiX(TV) New York, enters the 1984 base¬ 
ball season with a new three-year extension 
to its current five-year pact, set to terminate 
this year. Sponsors for Yankees games in¬ 
clude Anheuser-Busch, Toyota, Citibank, 
Chrysler-Plymouth and Canon. “Thirty-sec¬ 
ond spots are up 20% to $7,200,” said a 
wpix spokesman. 

As for radio, WABC(AM) is entering its 
fourth year of a six-year agreement—initial 
three-year agreement with option for addi¬ 
tional three years—as the originating station 
of Yankee games. However, the team retains 
the radio broadcast rights with Hackensack, 
N.J.-based Adler Communications handling 
sales. “We sell advertisers 18 pre- and post¬ 
game packages,” said WABC vice president 
and general manager James Haviland. 

Forty games this season will be televised 
over pay cable TV via Sportschannel, a sub¬ 
sidiary of Cablevision, which will be in its 
third year of a 15-year deal. “Beginning in 
1985 we will start televising 100 games,” said 
Sportschannel Vice President Larry Meli. Ma¬ 
jor sponsors on Sportschannel includes An¬ 
heuser-Busch, Toyota and Getty Oil. 


Toronto Blue Jays 


Telemedia Broadcast Services holds the ra¬ 
dio rights to Blue Jays games. The originat¬ 
ing radio station for a network of 26 will be 
CJCL(AM) Toronto. It will broadcast all 162 
games plus seven exhibition games. Major 
sponsors of the radio network are General 
Motors (Pontiac division), Labatts Brewery; 
McDonald’s, Panasonic, Gulf Oil, Canada 
Imperial Bank of Commerce, Speedy Muf¬ 
fler, Chilton and Coca-Cola, according to 
Len Brumson, TBS president. Broadcast 
television rights are held by Labatts Brew¬ 
ery, which also owns 45% of the Blue Jays. 
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Cable rights for 10 games are held by First 
Choice, a Toronto-based cable company. To¬ 
tal rights payments to Blue Jays comes to 
about $5 million. The average price of a 30- 
second spot on radio is $41,000, Bramson 
said. 


California Angels 


KTLA(TV) Los Angeles signed a new TV 
rights contract with the California Angels 
this year. ON TV will carry 15 Angels home 
games this year, over STV outlet KBSC-TV 
Corona, Calif., under a contract extending 
through this season. KMPC(AM) will again 
originate all Angels exhibitions and season 
contests this year, and the Dodger/Angel 
“Freeway Series” in March. Major sponsors 
signed for the games include Anheuser- 
Busch, Chevrolet, Avco Financial Services 
and Chevron. Kmpc’s contract is renegotiat¬ 
ed each year, although both the station and 
the team are commonly owned by Gene 
Autry. 


Chicago White Sox 


Television originator wFLD-TV is in the sec¬ 
ond year of a three-year contract with the 
White Sox, while its radio counterpart, 
WMAQ(AM), is entering the third year of a 
five-year agreement. The regional sports ca¬ 
ble channel in the area, created by the own¬ 
ers of the White Sox, Bulls (basketball), 
Sting (soccer) and Black Hawks (hockey), 
and known as Sports vision, has been pur¬ 
chased by Sportschannel, the joint venture 
owned by Cable vision Systems, Woodbury, 
N.Y., and the Washington Post Corp. The 
regional pay service will carry 100 White 
Sox games in 1984 (60 home games and 40 
away). With the purchase of the pay channel 
from the teams, Sportschannel negotiated a 
10-year cable rights agreement for carriage 
of White Sox baseball. Sports vision, as the 
service is still known, has about 15,000 sub¬ 
scribers who pay between $10 and $12 a 
month for the channel. There are 10 cable 
systems in the Chicago market, serving 
about 400,000 basic subscribers. In addi¬ 
tion, the teams’ relationship with ON TV 
continues this season, with the STV outlet 
(WSNS-Tv, ch. 44) carrying 80 of the 100 
games that will be seen on die regional cable 
service. ON TV now has about 90,000 sub¬ 
scribers, but is in the process of merging 
with the competing Spectrum STV oper¬ 
ation, owned by United Television. Com¬ 
bined, those two services will command be¬ 
tween 130,000 and 140,000 subscribers. 

WFLD-TV will air four preseason and 51 
regular season games, most of which are 
away games. Among the sponsors that the 
station has signed is Chicagoland Dodge 
Dealers. Tom Hoyt, general manager of 
WMAQ(AM), said the sales pace for White 
Sox baseball has doubled over a year ago, so 
that the station is “almost sold out” at this 
point. Sponsors include Chicagoland Chev¬ 
rolet Dealers, True-Value Hardware, Zenith, 


Texaco, General Finance, Farmers Insur¬ 
ance, Eastman Kodak, Mr. Z’s Pizza and 
Budweiser. 


Kansas City Royals 


The Kansas City Royals will be broadcasting 
on a radio network of 105-110 stations in 11 
states, the largest in the American League, 
according to Bob Fromme, general manager 
of the Royals Radio Network, the Stauffer 
Communications-owned rights holder. 
Stauffer is also licensee of wibw(AM) Tope¬ 
ka, Kan., the originating station. This is the 
first time the radio network will be distribut¬ 
ed by satellite, Fromme said, over Westar III 
to each affiliate. (Stauffer had installed 
three-meter receive satellite dishes at each 
affilliate.) Major sponsors on the radio net¬ 
work are Pabst Brewing; Datsun; Getty; 
Guy’s Potato Chips. Wibw will originate 


Rise in diamond prices 

How the radio, TVand cable rights paid to 
the major leagues rose in the last dec¬ 
ade. as reported annually in BruaoCaS:- 
ING 
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1978 . 52 , 510,000 

1979 . 54,500,000 

1980 . 80,275,000 

1981 . 89,525,000 

1982 .. 118,350,000 

1983 .153,610,000 

1984 .267,950,000 


broadcast for 178 games—162 regular and 
16 spring training games. Broadcast televi¬ 
sion rights are held by Taft’s wdaf-tv Kan¬ 
sas City, Mo., which holds the rights to 
broadcast 41 away games. Cable Television 
rights are held by Sports Time, the cable 
sports network owned by Anheuser-Busch, 
Multimedia, and Tele-Communications, 
which holds rights for 50 games, about 
equally divided between home and away 
games. Major sponsors of broadcast televi¬ 
sion games, which will be satellite delivered 
to 18 stations in 11 states, are Miller Beer 
and Chevrolet. 


Texas Rangers 


The club again retains broadcast rights to 
Rangers games and takes a key role in setting 
up networks and selling time. Kkas-tv Fort 
Worth is again the originator of television 
coverage, feeding 30 games to a network of 
13 stations. In radio, WBAP(AM) Fort Worth 
remains the flagship for a 12-station network 
and will feed coverage of all 162 regular 
season games and 25 spring training games. 
Roy Parks, executive director of the Texas 
Rangers Baseball Network, reported sales 
already close to last year’s total and likely to 
exceed last year’s by about 15%. Miller 


Beer, Chevrolet, Gulf Oil and Dr. Pepper are 
among the major TV clients; Chevrolet, 
Budweiser and Coca-Cola are among those 
in radio. One hundred games will be on pay 
cable on Home Sports Entertainment Net¬ 
work, a five-state group of cable systems 
organized by Warner Amex after it acquired 
cable rights in a deal said to yield the Rang¬ 
ers $2 million to $3 million a year for five 
years (Broadcasting, Feb. 21, 1983). The 
games are part of a pay cable package for 
which subscribers pay, on average, about 
$9.95 a month. 


Minnesota Twins 


Midwest Radio-Television’s WCCO-TV holds 
the broadcast television rights to the Minne¬ 
sota Twins, but is again subleasing them to 
United Television’s KMSP(TV) Minneapolis. 
The cable television rights had been the sub¬ 
ject of a legal dispute after Midwest bought 
what it believed to be all radio and broadcast 
television rights and first refusal for cable 
television rights from Midwest Federal Sav¬ 
ings and Loan Association. A jury ruled in 
Midwest Radio-Television’s favor, and the 
company is now waiting for a judge to reaf¬ 
firm the jury’s decision and settle the matter, 
reported Jim Rupp, Midwest Radio-Televi¬ 
sion president. Total rights payments to the 
Twins are about 10% above last year—$1.5 
million. 


Oakland Athletics 


Kbhk(TV) is concluding the third year of a 
three-year contract joint venture agreement 
with the As for television coverage, with 44 
games scheduled this season, including 12 
home games. In addition to its usual promo¬ 
tion strategy, the station for the first time 
plans to promote its coverage by advertising 
on local cable systems carrying ESPN and 
CNN. KSFCXAM), also entering the final year 
of its three-year contract with the A’s, has 
signed sponsors Anheuser-Busch and Chev¬ 
rolet. San Francisco’s KBRG(FM) is originat¬ 
ing Spanish language coverage and may feed 
other stations in the U.S. and Mexico. 


Seattle Mariners 


KSTW(TV) is telecasting 50 live games this 
season, two of which will be at home. Cov¬ 
erage is being fed to stations in Kennewick 
and Spokane, both Wash.; Boise, Idaho, and 
Portland, Ore. Bruce Lumpkin, general 
sales manager, reports “sales are ahead of 
last year,” and cites such major sponsors as 
Anheuser-Busch and Union Oil. Negotia¬ 
tions are in the final stages to sign other 
advertisers, including Burger King, True 
Value Hardware and Chevrolet. The station 
has signed a new two-year contract. On ra¬ 
dio, a spokesman for kvI(AM) reported that 
six major advertisers have been signed for 
the baseball coverage, but declined to name 
them because of “competitive consider- 
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ations.” The Mariners are in negotiation 
with Group W Satellite Communications on 
a contract covering cable television, but it is 
not known if an agreement will be reached 
by the start of the season. 


Atlanta Braves 


Five preseason exhibitions will be among 
the 150 Braves games that WTBS(TV) Atlanta 
will telecast, according to Don Ellis, execu¬ 
tive producer of sports at the superstation. 
TV rights to the Braves schedule are held by 
TUmer Broadcasting System, which owns 
WTBS and the Braves. The telecasts will be 
channeled to 5,968 cable systems, reaching 
29.3 million homes. Rotating as announcers 
will be Ernie Johnson, Skip Caray, Pfete Van 
Weiren and John Sterling. Among national 
sponsors signed are Toyota, Red Man chew¬ 
ing tobacco, Eastern Air Lines, Coca-Cola, 
Anheuser-Busch and Gulf. WTBS has sched¬ 
uled A Tale of Tivo Seasons, a documentary 
on the Braves, in prime time, Sunday, March 
25. Like a similar offering last March, A 
Long Way to October, it will be narrated by 
veteran sports commentator Red Barber. The 
Braves organization retains its radio rights 
and does its own selling. This year, game 
originator will be WCNN(AM) Atlanta, 
switching from WSB(AM) there. Announcing 
is to be handled by Johnson, Caray, Van 
Weiren and Sterling, Top national accounts 


Share and share alike. Kpdx-tv Van¬ 
couver, Wash., and kstwtv Seattle have 
begun what they call an "informal busi¬ 
ness partnership," under which the sta¬ 
tions will exchange programs of common 
interest. Starting in April, the first of 25 
Seattle Mariner baseball games telecast 
away from home by kstwtv will be fed to 
kpdx*ty The stations say their partnership 
is a “two-way street," with kstwtv now in 
the process of planning sports and spe¬ 
cial events programing of interest to both 
markets. 


include Anheuser-Busch, Eastern and Coca- 
Cola. 


San Diego Padres 


KCST-TV San Diego enters the second year of 
its three-year pact with the Padres, feeding 
coverage to three other stations. About 50 
games will be telecast. According to Jerry 
Coleman, Padres radio/TV director, the team 
will make games available to about 400,000 
area cable subscribers on a pay-per-view 
(PPV) basis through Cox Cable, Sun Cable 
and American Cable Television, Negotia¬ 
tions are in progress to link the PPV network 
to other area cable systems, he said. Sub¬ 
scribers will be offered two separate PPV 
packages of either 40 or 20 games. The Pa¬ 


dres will produce the games, although the 
team and one or more cable systems may 
originate local pre- and postgame shows, 
KFMB(AM) will be in the second year of its 
three-year pact with the Padres, feeding four 
smaller stations. A Spanish-language net¬ 
work of about 15 stations will be originated 
at XEXX(AM) Tijuana. 


Houston Astros 


The club continues to retain broadcast 
rights, setting up its networks and handling 
sales to advertisers in most cases, although 
the stations also have spots to sell. Ktxh(Tv) 
Houston is again the TV originator and will 
feed coverage of 75 games to a network of 
12 stations, although the number of games 
varies in each market. Krbe<am> Houston 
will again originate radio coverage for a net¬ 
work of 30 to 35 stations, with KRBE-FM 
simulcasting the night games. Radio net¬ 
work coverage will include all 162 regular- 
season games plus 17 preseason contests. 
Art Elliott, director of broadcast operations 
for the Astros, is also in the process of set¬ 
ting up a “small” Spanish-language net¬ 
work, with KYST(AM) Texas City, Tex., as the 
originator, to cover all regular season and a 
dozen preseason games. Elliott reports ad¬ 
vertising sales moving well, with Anheuser- 
Busch, Datsun and First City Bank of Hous¬ 
ton among the major sponsors on both radio 
and TV and with Coca-Cola among others 


THE INTERNATIONAL LUTHERAN LAYMEN’S LEAGUE PRESENTS 



A new, dramatic Spanish-language 
Easter special! 


Newest in the popular radio series “Ayer, Hoy y Siempre! 1 
this powerful drama is a story of war and personal 
peace. A young Roman soldier hears Christ preaching 
and is drawn to His message of universal love. As 
punishment for his “radical” involvement, he is ordered 
to help in the crucifixion. Unable to comply, he is then 
required to guard the tomb of Christ. The young soldier 
and his sergeant witness the Resurrection and are 
convinced that they must follow their new Leader into 
His kingdom. 

Like all “Ayer, Hoy y Siempre” dramas, “El Soldado” 
is hosted and narrated by the popular Uncle Julio. 

Your Spanish-speaking listeners will delight in this 
excellent production. 

To order “El Soldado” free of charge, send the 
coupon. Or call Vi Knickrehm at 314-6474900. 


Please send me, free of charge, 
the Easter radio special “El Soldado!' 


Name 


Station 


Address 


City/State/Zip 

Mail to: International Lutheran Laymen’s League 

“El Soldado” Easter Special 

2185 Hampton Avenue, St. Louis, MO 6:1139-2983 
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signed for radio and Gulf Oil for TV. 

Eighty Astros games will be carried on 
cable by the Home Sports Entertainment 
Network, a group of some 40 systems (led 
by Warner Amex) operating in five states. 
The games will be part of the pay-cable 
package, for which charges to subscribers 
are said to average about $9.95 a month. 


San Francisco Giants 


Ktvu(TV) San Francisco/Oakland is carrying 
the Giants in the first year of a new five-year 
contract* feeding three other stations. Play- 
by-play continues with Gary Park and Hank 
Greenwald. The station is carrying 31 regu¬ 
lar season games, with major sponsorships 
signed by Lowenbrau beer and Toyota. 
Among the on-air promotional campaigns 
this year is one that will feature actor Ronnie 
Schell spoofing cold weather in Candlestick 
Park, a tie-in to the Giants’s “Hang In There” 
campaign. 

KnbR(AM) also begins a new five-year ra¬ 
dio contract this season, carrying all pre- and 
regular season games. The station will feed 
seven others, while KOFY(AM) enters its third 
year of Spanish-language coverage. 


St. Louis Cardinals 


Pay cable becomes part of the St. Louis Car¬ 
dinals broadcast picture in 1984 as Sports 
Time cable network, cablecasts 52 games of 
the Cards’ schedule. The Cards’ coverage is 
part of a regional Mid-America package of¬ 
fered by Sports Time, under which it will 
present 52 games each of the schedules of 
the Cardinals, Kansas City Royals and Cin¬ 
cinnati Reds. Although individual cable sys¬ 
tems will set the actual pay fees, a Sports 
Time official said that projected fee is from 
$9 to $12 per month for the package. The 
package extends as far west as Colorado and 
as far east as West Virginia. On a local basis, 
KSDK(TV) St. Louis will cover 40 road 
games. Tony Bello, director of sales, says 
that 85% of last year’s sponsors have re¬ 
newed already. 


Cincinnati Reds 


The Reds, who retain radio rights, will con¬ 
tinue to have WLW(AM) as originating station 
for all exhibition contests (two in Puerto 
Rico) and the full 162-game regular season 
slate. Marty Brennaman and Joe Nuxhall 
will announce. Jim Winters, director of 
broadcasting for the Reds, reported in mid- 
February that in-game radio positions were 
100% sold and pregame and postgame spots 
were 95% gone. Leading the list are An¬ 
heuser-Busch, Marathon Petroleum and 
Chevrolet. The last is new to the Red’s radio 
lineup and, in that connection, there will be 
a “Chevy Home Run Inning” in each game. 
Prizes will range up to a new Chevrolet for a 
grand slam home run. 

Wlwt(TV) will telecast 48 Reds games in 
a continuation of its multiyear rights con¬ 


tracts with the team. TV announcers will be 
Ken Wilson and Ray Lane. Cable rights to 
the Reds have been granted to Sports Time, 
the new regional pay-sports channel in 15 
Midwestern states. Sports Time is a joint 
venture of Multimedia Inc. (whose holdings 
include wlwt and a minority interest in the 
Reds), Anheuser-Busch (owner of the St. 
Louis Cardinals) and Tele-Communications 
Inc. (Broadcasting, July 25, 1983, et 
seq.). Bill Spiegel, general manager of Mul¬ 
timedia Sports Productions, said 52 games 
are planned on a Reds lineup that will have 
the potential of reaching more than six mil¬ 
lion homes. 


New York Mets 


WOR-TV will begin its 22d season as the 
originator of New York Mets television 
broadcasts, a partnership arrangement it has 
had with the baseball club since the Mets 
were formed in 1962. Among the sponsors 
returning this season to the station, which 
sells the time, are Anheuser-Busch (Bud- 
weiser), Nissan Motors/Datsun and Manu¬ 
facturers Hanover Trust. Participating adver¬ 
tisers include Coca-Cola and Getty Oil. “We 
made a commitment to upgrade the produc¬ 
tion of the games,” said WOR-TV vice presi¬ 
dent and general manager, Peter Leon. 
“There will be more on-air promotion this 
season, as well as more reports on the Mets 
in our local newscasts,” Leon added. WOR- 
TV is carried on approximately 130 cable 
systems nationwide. 

On the radio side, Mutual’s WHN(AM) is in 
its second year of a three-year deal. “Sales 
have been a little slow because of the Olym¬ 
pics,” said Brian Moors, station vice presi¬ 
dent and general manager. “But we antici¬ 
pate the majority of our major sponsors from 
last season to be back this year,” he said. 

On cable, Sportschannel is in its third year 
of a 30-year agreement airing 60 games both 
home and away. Fran Healy replaces Bud 
Harrelson as announcer. 


Philadelphia Phillies 


Both Phillies broadcast rights holders are in 
the early stages of multiyear contracts— 
WTAF-TV is entering the second year of a 10- 
year rights agreement, and wCAU(AM), the 
third year of an 11-year radio rights pact. 
Prism, the regional pay cable outlet which 
was purchased by Sportschannel (Cablevi- 
sion and Washington Post Co.) last June, 
continues to hold the local cable rights in a 
multiyear agreement. 

WCAU, which will broadcast all 162 regu¬ 
lar season games this year, as well as 18 
exhibition games, has a regional network of 
25 radio stations. Among the Phillies spon¬ 
sors this year are Budweiser, Coca-Cola and 
Eastman Kodak. WTAF-TV will carry 80 reg¬ 
ular-season games and three exhibition 
games. Sponsors include Anheuser-Busch, 
Roy Rogers, Datsun and Mellon Bank. 

The cable programing network Prism, 
which now has about 375,000 subscribers, 
will carry 30 exclusive Phillies home games 


this season. Subscribers pay between $10 
and $12 for the service, which currently pro¬ 
grams about 75% of its program time with 
nonsports entertainment and 25% sports. 


Pittsburgh Pirates 


In television, KDKA-TV Pittsburgh is the 
originator again and will feed a network of 
five stations, covering 40 games. Carolyn 
Wean, general manager of KDKA-TV, report¬ 
ed sales going “very well,” with Anheuser- 
Busch, a major national advertiser, returning 
along with a number of local sponsors. In 
radio, KDKA(AM) will again originate the 
games, covering all 162 regular season con¬ 
tests and 15 exhibition games on a network 
of some 35 stations. Daniel Friel Jr., 
KDKA(AM) general manager, said he was 
“pleased” with sales progress, with Bud¬ 
weiser, Mellon Bank and Chevrolet among 
the major clients. Cable rights are held by 
Home Sports Entertainment-Pittsbuigh, a 
group of area systems operators led by 
Warner Amex. The cable network will carry 
76 games this season as part of a pay cable 
package. Its price varies from system to sys¬ 
tem but averages around $9.95 a month. 


Chicago Cubs 


WGN-TV will provide coverage of 149 regu¬ 
lar season games and four exhibition games. 
A spokesman said sales are progressing 
well, with about 70% of the advertising in¬ 
ventory sold. The major sponsors are An¬ 
heuser-Busch, True-Value Hardware, 
Toyota, Union Oil and Cannon Camera. He 
said the sales pace is outdistancing last 
year’s. On radio, WGN(AM) has assembled a 
network of 46 stations in seven states. An 
official said sales are ahead of last year with 
major sponsorships by Heileman Brewing, 
True-Value Hardware, Chevrolet and Talman 
Home Federal & Savings Association. 
WGN(AM) is providing 25 games of the Cubs 
schedule to WOJO(FM) Chicago, which will 
provide play-by-play in Spanish. 


Montreal Expos 


Canadian brewer Carling-O’Keefe will be 
entering its fourth year of a six-year arrange¬ 
ment with the Montreal Expos as television 
broadcast rights holder. Each year the brew¬ 
er sells back the TV rights for a certain num¬ 
ber of games to CBC-TV which is assem¬ 
bling an English network of 41 stations and a 
French network of 18 stations. 

CFCF(AM) holds the English-language ra¬ 
dio broadcast rights, transmitting the games 
to a network of 35 affiliates, all of which are 
located outside Quebec province. The 1984 
season is over 75% sold out, reports Arthur 
Sutherland, CFCF(AM) vice president and 
general manager. The station is in the fourth 
year of a five-year deal. CkaC(aM) continues 
to hold the French language radio broadcast 
rights, distributing the signal to a network of 
40 stations. LI 
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Your audience 
wards to know, 

'What’s the score?” 


So don't strike out with sixth inning updates 
when the game is really over. 



As Major League Baseball's 
“Official Score Reporting 
Service,” let SportsTicker be 
your press box reporter at 
every game. 

From stadium to satellite to 
you, SportsTicker brings you 
scores and highlights as they happen, from all 
major PRO & NCAA Division I sporting events. And 
SportsTicker reports are up to a full hour ahead of 
other wire services...even the high speed wires. 

For the past six years, our original Ticker service has 
been the industry standard. Hundreds of TV and 
radio stations have come to rely on SportsTicker for 
the latest in event updates. 


SportsTicker’s new Broadcast 
Sports Wire is computer- 
processed and delivered 
in a format that handles the 
sorting and editing for you. 

The broadpage reports 
include: 


• updated game summaries, sorted by league, with 
in-progress scores, finals and notes of interest—sent 
every ten minutes 

• special bulletins & highlights released as they 
happen 

• daily schedules, sites & times, team standings, 
league leaders & stats, trivia quizzes & more 


And now, we're introducing the next generation of 
SportsTicker, appropriately called the Broadcast 
Sports Wire. This new service combines our speed 
and accuracy with many added features plus a 
convenient new format that supports your on-air 
requirements. 


Prices for the Broadcast Sports Wire start as low as 
$70 a week. (Less if you use your own printer.) Our 
original Ticker service starts as low as $50 a week. 
SportsTicker information can also be fed directly to 
your graphic display system or character generator 
by an authorized vendor. 


For further information, call 1 - 800 - 431-2602 
(In NY and Canada, 914-725-3477) 
or mail in the coupon. 



The “Official Score Reporting Service ” 
Of Nine Pro Leagues & Assns. 


SportsTicker, 670 White Plains Road, Scarsdale, NY10583 
I'd like to learn more about SportsTicker Services 

□ Send me an information kit. 

□ Have a representative call me. 

Name_Title_ 

Company_ 

Address_ 

City_State_Zip_ 

Phone #_Best time to call_ 
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We're Hughes Television Network. And when it comes to 
making transmission arrangements, we're the team to beat. 
Because we've been doing it longer, for more people, than 
anyone else. 

In baseball, we lead the league by a longshof, handling 
bver 1,000 individual telecasts per season. And it's the way 
we do the job that keeps us ahead of the competition. We do 
it reliabl y. And we do it economicall y. 

With unmatched terrestrial and/or satellite capability, 
we can meet the needs of anyone's transmission require¬ 
ments, for any schedule, for every kind of programming. 


So when you want to get your signals from one place to 
another, turn to the team that's always in first place. 



HUGHES 
TELEVISION 
NETWORK 


FOUR PENNSYLVANIA PLAZA, NEW YORK, N.Y. 10001 (212) 563-8900 







